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Project Sticker Shock: Description and Purpose

National and Maine surveys have shown that many underage drinkers access acohol through adults
over 21 who can purchase it legdly for them. Maine law prohibits both providing acohol to minors
(other than your own child in your home) and alowing minors to consume in a place that is under
your contral, i.e. your home or car, even if you don't supply the acohol.

The Sticker Shock Campaign is designed to reach adults who might purchase alcohol legally
and provideit to minors. Stickerswarning about the penaltiesfor furnishing alcohol to
minor s are placed on all multi-packs of beer, wine coolers, and other alcohol products that
might appeal to underagedrinkers. Theimpact of the stickersis increased by media coverage of
the evert and by longer-lasting Signs to be displayed by participating retallers. The project

represents a partnership between youth, retailers, concerned parents and community members,
prevention professonds, and law enforcement with the god of educating potentid furnishers,

raising public awareness about underage drinking, and strengthening the deterrent effect of the law
agang providing dcohol to minors.

Background:
The firgt Sticker Shock campaign was designed by a group of youth in Pennsylvaniain 1998, who

garted localy in their community and then expanded the project statewide in subsequent years. In
February 2001, Sticker Shock first came to Maine when the Fort Kent Area Community Voices
group adapted the idea and implemented it in their area. The dream of these Fort Kent area youth
was that the project would go statewide in Maine as well.

In May 2001, their dream came true. The Maine Office of Substance Abuse, Maine Bureau of
Liquor Enforcement, and other Underage Drinking Task Force members joined forces to sponsor a
pilot project, with funding from the U.S. Office of Juvenile Justice and Ddlinquency Prevention, to
expand the work of Fort Kent Area Community Voices. Thisinitiative was particularly timely, with
the intention of raisng awareness around underage drinking issues right before the Memorid Day
weekend, graduation season, and summer vacation. More than 15 youth/community groups
blanketed the stores in their towns, and several worked with loca mediato increase the impact of
their efforts. In addition, gpproximately 400 stores, including some entire chains, participated by
having their employees put the stickers on even when there was no youth group participating in

their area. The overwhelming success of this pilot project has provided the foundation for expanded
campaigns in future years. The second Project Sticker Shock campaign will take place during
December 2001, kicking off during Alcohol Awareness Week (December 3-7) and running through
the holiday season.

If you have questions or suggestions, and/or if you are interested in participating in Project Sticker
Shock, please contact:

Becca Matusovich, Maine Office of Substance Abuse
207-287-2595 or RebeccaM atusovich@state.me.us

Questions for Fort Kent Community Voices regarding their experience with Sticker Shock can be
directed to:

Pet Vertefeiulle, Fort Kent Area Community Voices, patv@fkgloba.com

Tom Saladino, Fort Kent Area Community Voices, tas2124@hotmail.com




Guidelinesfor | mplementation of Sticker Shock, December 2001

Please plan your local stickering efforts between December 3¢ and December 31st. Whenever possible,
ensure that people understand that thistiming is intentionally linked to Alcohol Awareness Week (the
first week in December every year) and the holiday season.

All youth participating in visiting retailers and stickering beer should have a permission dip/media

release form signed by their parent/guardian and kept on file by an adult coordinating the group’s efforts.
All adults involved should also sign this form so that it can function as a media release form and be kept
on fileaswell. A sample permission dip/media release form isincluded in this guide.

Whenever youth are stickering beer, an adult chaperone must be present to supervise. Thisis crucial for
many reasons, including the need to ensure that you are not criticized for bresking the law yourselves,
since the handling of acohol by minorsis aso prohibited by law (unlessit isin the scope of

employment).

At any media events where youth will be handling beer, you should have a representative from law
enforcement present. It isagood ideato have law enforcement involved whenever possible, but it is
especialy essential at media events, again to avoid any criticism about youth handling beer illegaly, as
well asto demongtrate the value of youth and law enforcement working together.

Please be fair to al acohol retailers by offering them equa opportunity to participate. If you liveina
large town, it may be difficult to vigt al retailers persondly to invite their participation. In that case,
send aletter to al acohol retailersinviting their participation, and then follow-up with a persond visit
(youth are most effective in this role!) to those whaose participation is most important to you.

The red impact of the Sticker Shock campaign is not in the stickers themselves, since once the stickered
acohol isal sold the stickers are gone. The real impact is achieved by raising awareness of the
furnishing laws on alarger scale, particularly through media coverage of your activities. Plan how you
will maximize these impacts.

Please help usin our efforts to evauate the effectiveness of this campaign. Return the Team Evaluation
Form to us as soon as possible after the end of the campaign. Also, please ask your retail partnersto fill
out the Merchant Evaluation form within two weeks after the campaign and return it to the Office of
Substance Abuse by January 15", If you would like to re-visit your retailers and collect those surveys,
and then return the whole set to the Office of Substance Abuse, that would guarantee that we get them
back and give you an opportunity to get feedback directly from the stores and build your relationship
with them further.

Thisinformation will help us get additional media coverage after the campaign about how the Sticker
Shock campaign went, hopefully to celebrate the absence of alcohol-related tragedies during the holiday
season, and to remind people to obey the laws against furnishing al year long. Y our evauations will
aso help us to make the next Sticker Shock Campaign even more effective.

On any press releases or other written public materials, please include the following language (can be in
small print at the bottom):
Project Sticker Shock is sponsored by the Maine Office of Substance Abuse and the Maine
Underage Drinking Task Force with funding from the U.S. Office of Juvenile Justice and
Delinquency Prevention.



General Suggestionsfor | mplementing the Sticker Shock Campaign:

1. Youth should take lead roles whenever possible. The message of Project Sticker Shock is
most effective when it is ddivered by youth.

2. Don't be afraid to ask storesto participate. Mogt retallers want to sell alcohol responsibly and
be upstanding members of the community, and most will want to participate. Assume the best
and be confident that you are offering them an opportunity to partner with you to meet amutud
god. Mogt of them will be happy to participate.

3. Kegp acamera handy and take lots of pictures. Take a picture of youth putting stickerson in
every sorethat participates. Invest in some disposable camerasif you have multiple teams so
that each team can take pictures. Create a brag book to be able to show others the work your
team did and the partnerships you devel oped.

4. Figure out away to get your participating retall partners some positive recognition, aswell as
other partners, such asyour loca law enforcement. Possible ideasinclude:
- take out an ad in your loca paper, naming them and thanking them for their participation
- cregte athank you certificate for them to hang up
- send them a persondized thank you letter signed by your whole group
- €etc....

5. The adultsinvolved should dso plan to celebrate and recognize the work of the youth who
guide and carry out thisinitiative — get pizza after the stickering is completed, encourage
recognition for their efforts from the school board, etc...

6. Have fun and be proud of yoursdf for doing something that will save lives and make your
community a hedthier, happier, and safer placeto livel Know that your hard work is
appreciated!



Sticker Shock Action Plan: Step-by-Step

STEP 1: Meet asagroup and develop a local implementation plan
| dentify the dcohal retailersin your community.
Decide whether to send them an invitation letter and/or vist them persondly to invite
them to participate.
Digtribute permission dips to each participating youth and adult volunteer (necessary for
all, because it serves as the media release form as well).
Assign responghilities and deadlines (you may want to use the Action Plan form)
Establish future meeting dates/times.

STEP 2: Contact alcohol retailersand line up participating stores
Send letters/make vidts to each store to invite them to participate. Decide how you will
follow up if they can't give you an immediate answer.
Develop a schedule for visiting each store to place the stickers on between December 3
and December 314t
Make appointments with each store and decide who (youth and adults) will visit each
store on the agreed-upon day. If possible, you may want to do al the soresintownin
the sametrip, if one team can do them al. If there are too many storesfor this, you may
want to set up more than one team and divide up the stores.
When you make your appointment, find out how many multi-packs of beer, wine
coolers, etc. are likely to be accessible to you on the day you vist so you can roughly
plan how many stickers you will need at each store (plan to sticker only the acohal that
iseadly ble — only store taff should move or rearrange large boxes, not youth or
adult volunteerdl). Y ou should aso ask how many posters they would display and
whether they will continue to put more stickers on after the ones you have done run out
(many stores are happy to have their clerks put a sticker on whenever a customer
purchases dcohal). In this case find out how many they would need for the rest of
December, and plan to leave them that many. At least aweek in advance, check to make
sure you have enough stickers and posters. Call the OSA Information and Resource
Center at 1-800-499-0027 if you need more.

STEP 3: Develop amedia plan
Do you want to have amedia event to kick off your loca campaign? A sample agenda
isincluded to help you think about specia gueststo invite, talking points, etc. Send out
amediaadvisory to dl loca newspapers and televison stations aweek or two in
advance inviting them to the media event; follow-up with phone cdlsif possble. Send
out a detailed press release the morning of (or before) the media event.
A big media event is not the only option. 'Y ou might choose to cal one reporter who has
written a story on your activities in the past and invite them to accompany your group as
you do the stickering (be sure to tell them it will be agreat photo op!) and write a story
about the campaign. If you know areporter isjoining you, be sure to have aloca law
enforcement representative aong, and think about whether it might be advantageous to
invite other officids, such astown council members (who grant liquor licenses) or your
locdl legdative representatives.
Other options include sending an Op-Ed piece to your loca paper, and/or having
different people write Letters to the Editor to encourage adults to think twice before



STEP4: D

providing acohal to youth, encourage parents not to alow youth to drink at graduation
parties, recognize the youth for taking action on this issue, praise the retalers for
participating, €etc.

Once you have identified the pieces of your media plan, assgn responsibilities and
deedlines.

olt!

Besuredl youth and adultsinvolved have turned in a permisson dip/mediarelease.

Fill out the tracking form listing each retailer, so that we can tota the numbers and make
alig of al the groups and stores that participated for the whole state. Return it to the
Office of Substance Abuse by January 15™ aong with your Team Eva uation form and
any loca newspaper articles.

Have fun and take pictures!

Avoid ligbility issues— youth should not be in the coolers, back rooms, or storage areas
of the establishments. Plan to sticker only the acohal thet is easily accessible. Offer to
leave additiond stickers with the store manager if they wish to place more stickers on
the less-accessble items themsalves, and/or if they are willing to continue stickering
through the New Y ear’ s holiday (some merchants commented in their evauations last
time that they found it worked well to have clerks put the stickers on at the counter as
each dcohol purchase was made). Also, don't forget to give them one or more Sgnsto
display.

Stickers should be placed on the cardboard in away that does not cover the brand name
or the UPC symbol. Do not place stickers directly on bottles or cans.

Videotape the news coverage and clip newspaper articles.

STEP 5: Ceebrate and recognize participants/ Evaluate your efforts

Recognize dl participants and find away to publicly thank them: youth, adult

volunteers, law enforcement, retailers, etc.

Have a post-campaign debriefing to tak about what you accomplished and identify
anything that could be improved next time.

Fill out the Team Evduation Form and send it with your store info forms and copies of
any loca newspaper articles on Sticker Shock (aswell as video newsclipsif possible) to:
Office of Substance Abuse, attn: Becca Matusovich, 159 State House Station, Augusta
ME 04333.

Encourage your participating retailers to send/fax back their Merchant Evauation form
by January 15™ (if you wish, visit them again to collect it and thank them for

participating).



STICKER SHOCK PERMISSION SLIP/MEDIA RELEASE FORM

Adult participants must sign this form as well, to serve as a media release.

Name: Age (if under 21):

Address;

Phone:

Group Name: Contact person:

Dear parent/guardian/participant:

Project Sticker Shock is a statewide campaign that our group,
isparticipating in. This activity ams to reduce underage drinking by limiting youth accessto
acohol. The god isto educate adults who might provide acohol to youth about the law that
prohibits furnishing acohal to minors. Y outh will place warning stickers on multi- packs of beer,
wine coolers and other acoholic beverages at participating loca stores. The sticker warnsthat it is
illegd to provide dcohal to minors. It isimportant that your child has your permission to
participate in this activity because it entails handling packages of acoholic beveragesin each sore.
An adult chaperone will be present a dl times. 1f you have any questions, please fed free to cdll
the contact person listed above at the following phone #: :

Terms.
1. | give permission for my child to participate in the Sticker Shock Campaign.

2. | understand that the activity involves participants placing stickers on acoholic beverages at loca
retail stores.

3. | undergtand that there will be adult supervision at the Site to assure that reasonable and
foreseeable safety precautions are taken.

4. Thisevent may involve locd and Satewide media. 1 give my permisson and release for my/my
child's (if under 21) photograph or eectronic image to be captured and associated with the Sticker
Shock Campaign.

5. | have read and understand this authorization consent form and agree to al terms outlined here.

Date:

signature of parent or legal guardian (or self if participant is at least 21 years old)



ACTION PLAN

What needsto be done?

Who will doit?

By When?

Comments




Project Sticker Shock — December 2001
Store Information Form

For group planning purposes— please hold onto all of your storeinfo formsuntil after your Sticker Shock initiativeis
completed. Then send all of your storeinfo formswith your Team Evaluation and copies of newspaper
articles/photosto: Becca Matusovich, OSA, 159 State House Station, Augusta M E 04333.

Y outh/Community Group:
Return this form to: By date:
Questions? Contact:
Participating stores need to provide
name of siore the following information:

1. How many 8x11 posters would you
liketo hang in your store?

contact person

— 2. Approximately how many multi-packs
mailing address of each of the following types of
alcoholic beverages do you expect to sell
(on average) in aweek during the month

street address (if different) of December?

Beer:
(i.e. 6. 12. 18, 24, or 30 packs)

town & zip code

Wine coolers:
h 7 Other:
phone (other alcoholic beverages
that might appeal

to underage drinkers)
fax #

Total:

Note: our intention is to provide enough stickers
for each participating store to carry the campaign

For group use:

Person(s) who requested store’ s commitment to participate:
Date planned for stickering vigt: Vist completed: Evaluation form collected:

Thank you sent/delivered (after campaign): Comments:



Sample letter to local dcohal retalers

LETTERHEAD
(including your group’s name, contact address, & phone number)

Date

Retail Store Name
Retail Store Address
Town, State, Zip

Dear (Name of Store/Owner/Manager):

Communities dl over Maine and the U.S. are trying to figure out what they can do to prevent the
acohol-related degths or injuries that are too often associated with the holiday season. This year, you
have a unique opportunity to partner with agroup of concerned youth in our community to recognize
Alcohol Awareness week (December 3-7, 2001) and take action to prevent such atragedy from
happening in our town.

(Group Name) isagroup of youth and adults working together to address
issues related to underage drinking in (community/ies). Between December 3
and 31st, we will be participating in Maine' s second statewide Sticker Shock Campaign, sponsored by
the Maine Office of Substance Abuse and the Maine Underage Drinking Task Force. This project aims
to reach those individuals over age 21 who legally purchase alcohol and provideit toaminor. The
campaign consgs of youth-designed stickers being adhered to multi-packs of acoholic beverages (beer,
wine coolers, ec) in participating retall stores. A team of youth, accompanied by an adult chaperone,
will vidit each store a atime of mutua convenience during the scheduled campaign detes, to place the
stickers on and hang up the 8 x 11" pogter(s). If you prefer to have your employees place the stickers on
and/or hang the posters on your own during those dates, we will be happy to Smply ddliver the
appropriate number to you.

We recognize your desire to sall acohol responsibly and would like to showcase your businessas a
cooperating partner in this effort. To prepare youth and media schedules, we need you to respond. If
you have questions, or to confirm your participation in this event, please contact:

(Name of local contact person, contact phone #, emall, etc.)

Thank you for your kind attention. We look forward to working with you in this public information
campaign to prevent adults from providing acohal to youth.

Sincerdy,
Sgnature of local contact person

(Name and title of loca contact person)

Enclosure: Sticker sample (if available)



Sample Media Event Agenda

“Project Sticker Shock”

Hosted by: (group name)
Date
Location

We come/Opening Remarks: Name & Title of person

Affiligtion/group represented

Supportive Remarks from Y outh Speskers: Name & ffiliation (i.e. school, community, group, or age)

of each speaker

Other guest speakers: for example: Owner/manager of doreif event held in store

Police Chief or other law enforcement rep.

(Bureau of Liquor Enforcement representatives would
liketo beinvited. Call 624-8973 to find out who the
agent isin your region)

Parent & /or school board member

Mayor, Legidative representative(s), etc.

Recognition of other specia guests optional — only necessary if there are any additional guests who

you would like to publicly recognize but who aren’t speaking

Kickoff the application of the Stickers First several should be jointly applied, with an adult guest

Notes:

speaker holding the beer and a youth applying the sticker

Media events should last no longer than 15 minutes. Each speaker should only speak for a minute or two.

Schedule your event no later than mid-day if you hope to make that evening’s news & /or the next day’ s paper.

Provide good photo opportunities.

Hang your group’ s banner if you have one to get additional publicity from any pictures that are taken.

Send out a media advisory about a week before the event to all local newspapers and television stations. If youaren't sure
how to get it to the right person, look up the general number for the paper or station in the phone book, then call and ask
which reporter might be most interested in a story about youth taking action to reduce underage drinking and wheretofax
the information.

Fax out a pressreleaseto all your contacts again immediately following your media event. The press release should have
mor e detail, including quotes — if you do a good job, some paperswill run a story that is basically a reprint of your press
release.

Have certain people, including several youth, who are prepared to be interviewed by reporters, and have 3 major points
that everybody involved is prepared to make in case they are interviewed. Don’t wait for the reporter to ask the right
guestion — make your prepared points fit whatever question they ask.

Have media kits available that include: your pressrelease; list of speakers; list of participating stores; information about
your group; fact sheets; a sample sticker; and other relevant materials (i.e. brochures describing Maine's Liquor Laws—
you can ask for them when you call to get your stickers)

Don’'t expect too much. Most press conferences aren’t the way they look on TV. You may only get one or two reporters
and photographers. If another big story breaks the day of your event, you may get no media representatives. Be prepared
to follow up with your press contacts and reschedul e the photo op if they are still interested in the story before the
campaign ends.



Sample Media Advisory (send/fax to al loca media outlets 1-2 weeks before the media event)

LETTERHEAD

Date:
To: Name of Media Editor/News Director/Reporter

Name of the media outlet (newspaper, TV dation, €etc)
From: Contact Person’s name

Name of group

Address of group

Contact Person’s phone #
Event: Local Kickoff: “Project Sticker Shock”
Event Date: Date of event
Event Time: Give exact time

Event Location; Give name and address of the event location

At this event, youth from (name of group) will join (names of other specid guests) to kickoff this youth
led dcohol prevention activity.
| ask that you send a representative to cover this activity.

Thank you for your attention regarding this metter.



PRESS RELEASE SAMPLE Place sticker here
Date

(If you are sending the press release before your event, write “EMBARGOED UNTIL (dateftime of the event)”. If you are sending it
the day of the event, write“FOR IMMEDIATE RELEASE")

Contact: Name(s)
Phone number(s)

Local Youth Kick Off Public Awareness Campaign
“Project Sticker Shock” to Target Adults who Provide Alcohol to Youth

(community) — (group name) members kicked off “ Project Sticker Shock,” ayouth-led initiative to change adult
atitudes about sdlling and providing acohol to minors at (location) on (date). This public awareness campaign will be
taking place in stores statewide this month. The project is sponsored by the Maine Office of Substance Abuse and the
Maine Underage Drinking Task Force to bring attention to the issue during Alcohol Awareness Week (December 3-7)
and the holiday season.

Loca youth from (group name) are part of a movement of youth statewide working with participating stores to spread
“Sticker Shock” waves across Maine in an effort to reach adults who might be tempted to buy alcohol for youth under
21 who can't buy it legaly themselves. The florescent orange-and-black stickers stand out on the beer cases for al to
see, and provide a strong reminder: “Providing Alcohol to Minorsis lllegd! Fines are up to $2,000 &/or up to one year
injal!”

“Adults need to set a better example for kids,” said , youth member. “When adults supply acohol to youth it
sends us a very mixed message. Underage drinking is not a teen problem, but a community problem. Adults, youth,
law enforcement, and retail stores al need to be part of the solution.”

Project Sticker Shock is sponsored by the Maine Office of Substance Abuse and the Maine Underage Drinking Task
Force, and funded by afederal grant from the Office of Juvenile Justice and Delinquency Prevention. The Sticker
Shock campaign was first introduced in Maine in February of 2001 by youth in the Fort Kent area who designed the
stickers and posters that are now being used in this statewide campaign. Thisweek, youthin _ communities around
the dtate are kicking off the campaign in their towns.

(Group name) recognized (Store hosting media event) for its desire to manage the sale of alcohol responsibly and

wanted to showcase the business as a partner in this effort. Representatives from the media, law enforcement, state and
local officials (name special guest speakers if relevant), and employees from (Store name) participated in the kickoff
event by holding cases of beer while youth applied the stickers.

“A strong community message is sent when a business like (Store name) takes responsibility for speaking out against
underage drinking,” said (Group name) coordinator (coordinator’s name).

Local police chief (or Bureau of Liquor Enforcement Representative), (Name), offered a particularly timely message.
“Allowing minors to consume acohol in your home, or any place under your control, carries the same penalties under
the law as furnishing, even if you don’t supply the alcohol” he reminded parents. “The holiday season is a particularly
high-risk time of year, but we don’'t want people to forget that providing acohol to minors, or dlowing them to drink in
a place under your control, is against the law al year round.”

Y outh leaders from (group name) and other locd participating retail stores - (list stores here or “see attached list”) - are
working together to create a safer, healthier lifestyle by combating the problem of underage drinking. Alcohol has been
identified as the number one drug of choice among Maine youth, and according to local youth, one of the easiest
substances to obtain. The Sticker Shock campaign hopes to cause adults to think twice before making it any easier for
youth to access acohol.



Sample Talking Points/ Fact Sheet for Preparation for Media Interviews

Points you might want to make:

- Alcohol is extremely easy for youth to get. Adults are supposed to be the responsible ones, but one of the most
common way's youth get alcohal is to get someone over 21 to buy it for them.

- Adults send very mixed messages about the acceptability of alcohol use and underage drinking.

- 'Young people who drink should be held responsible for that decison. But it is adults who produce, advertise,
promote, and model alcohol use. And it is adults who buy the overwhelming mgjority of al acohol and who profit
from the sale of acohol. Holding young people solely responsible is not fair.

- Alcohol Awareness Week and the holiday season is a good time of year to heighten awareness of these problems, but
the law is there dl year round, and adults are supplying minors with acohol al year round.

- Asaparent, | don't want my son or daughter drinking, and | certainly don’t want other parents providing acohol to
my son/daughter or dlowing my son/daughter to drink in their house.

- Retail stores make a profit from salling acohol. This project allows them to help prevent problems by trying to reach
those adults who buy acohol legdly and give it to kids.

- Thedrinking age is 21 for areason — dcohol is afactor in many preventable teenage deaths and injuries, in the
majority of sexua assaults, unplanned sexual activity, and sexually transmitted diseases among youth. New research
is also demongtrating the damage that acohol does to the brains and bodies of young people that are still developing.
Y oung people who begin drinking at age 21 or older are 4 times less likely to become acohol dependent later in life
than those who begin drinking at age 15 (for youth who begin drinking at age 15, more than 1 in 3 will become
acoholics at some point in their lives; for those who wait until age 17, therateis 1in 4, at age 19, therateisamost 1
in 5, and for those who wait until age 21, therateis 1 in 10). It'sworth the walit.

- In Maine, the medica costs aone that result from acohol-related injuries/deaths caused by underage drinking total
more than $18 million ayear (study by the Pacific Ingtitute for Research and Evauation).

- Parents may not want to recognize when their own children are using acohol. A 1997 survey showed that athough
33% of high school students said they had binged (5 or more drinks on one occasion) in the past month, only 3% of
high school parents thought that their teen had done so (source: Drug Strategies, Keeping Score).

- Maine law prohibits both furnishing alcohol to minors and alowing minors to drink in a place that is under your
control (even if you don't provide the alcohol). Both offenses carry the same penalty. People can also be sued under
the Maine Liquor Liability Act for damages caused by an intoxicated minor to whom they served alcohol. A new law
as of September 2001 will make it possible for furnishers to be charged with afelony if someone dies or is serioudy
injured because of the actions of an intoxicated minor to whom they furnished acohol.

Note: For additional information on the Maine laws see“ A Guide to Understanding Maine’ s Liquor and Liability
Laws’ (thisisa purple & green brochure — call the IRC at 1-800-499-0027 for a copy)

Data from the 2000 Maine Youth Drug and Alcohol Use Survey - conducted every two years by the Office of Substance Abuse

Survey resultsfor studentsin grades 6-12 (30,000+ students surveyed) demonstrated that:

- Alcohal isthe drug of choice for youth — more of the students surveyed said they had used acohal in the past 30 days
than any other drug, including cigarettes.

- Themgjority of youth said they don’t drink. 58% of high school students surveyed had consumed no acohol in the
past 30 days.

- Binge drinking is not the norm. Fewer than 25% of high school students said they had had five or more drinks on one
or more occasions during the past 2 weeks. However, almost 1 in 3 high school seniors said they had been binge
drinking at least once in the past 2 weeks.

- Youth are not getting clear messages about acohol use:

» Barely haf (52%) of the high school students surveyed said that it is“wrong” or “very wrong”
for someone their age to drink acohol regularly

» 19% said ther parents, and 30% said adults in their neighborhood, think it is“not at al wrong” or “alittle bit
wrong” for akid their age to drink acohol

» 78% of high school students surveyed said their parents have clear rules about alcohol and other drugs, but only
33% said they would be caught by their parentsif they drank acohol without their permission. Less than 10%
thought they would be caught by police.



Sticker Shock: Team Evaluation Form

Pleasereturn thisform to: Please return by January 15" or sooner (along with
Becca Matusovich your storeinfo formsand copies of any newspaper articles
Office of Substance Abuse about your Sticker Shock efforts). Thanks!
159 State House Station
Augusta, ME 04333 Group Name:
Ph: (207) 287-6415 Contact Person:
Fax: (207) 287-8910 Phone#:

1. How many retail stores participated in your group’s Sticker Shock project?
2. How many stickers and posters did you distribute (approximately)? stickers posters
3. Did any stores refuse to participate? If so, how many?

4. What reasons did they give for not participating?

5. What media activities did you build into your plan?

6. Did any media coverage result? If 0, please describe (attach examplesif possible):

7. How would you rate the overdl success of your group’s sticker shock project?

1 2 3 4 5 6
terrible—wouldn’t okay —would do it again, Great! Can't wait to
doit again but would make substantial changes doit again!

8. What were some of the positive outcomes/results from your group’s sticker shock project?

9. What would you suggest doing differently next time?




STICKER SHOCK: MERCHANT EVALUATION FORM

To Participating Merchants: Pleasefill thisform out 1-2 weeks after your participation in the Sticker Shock
Campaign. Thiswill help us greetly in our evauation of the Sticker Shock Campaign and our planning efforts
for the next time. Thank you for your help!

Pleasereturn thisform by Jan. 15" Store:
(or earlier) to:
Becca Matusovich Address:
Office of Substance Abuse
159 State House Station Town & Zip:
Augusta, ME 04333
Ph: (207) 287-2595 Contact person:
Fax: (207) 287-8910
Phone:

1. How would you rate the overall success of the Sticker Shock Campaign from your point of view?

1 2 3 4 5 6
terrible — wouldn’t okay — would do it again, Great! Can’t wait to
do it again but would make substantial changes do it again!

.....................................................................................................................................................................

2. Why did you choose to participate in the Sticker Shock Campaign?

2. Did you receive any customer comments about the stickers or the Signs? What feedback did you receive?

3. What are some positive outcomes/results you have seen as aresult of the sticker shock project?

4. What would you suggest doing differently next time?

5. Any other comments/feedback?




